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VIVOõS COMMERCIAL APPROACH

Focus

on value 
generation , 
with a data 
centric 
approach
and superior 

customer 
experience

Commercial 
Approach

Key 
Levers

Broad and 
deep usage 
of Big Data 
to enhance 
customer 

experience 
and 

optimize 
business 
results

Data centric 
approach 

based
on best 
network 

experience 
in coverage 
and capacity

Most 
competitive 
3P bundle , 
anticipating 
the market 
in 4P and 5P

Unique
all -in-one 

B2B 
Solution 
provider

Superior 
experience 
through the 

enhancement 
of our 

traditional 
and digital 
channels

One of
the most 

valued and 
inspirational 

brands in 
the market
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Data centric approach based 
on best network experience 
in coverage and capacity

VIVOõS COMMERCIAL APPROACH
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DATA CENTRIC APPROACH

VIVO

Best positioned 
to deliver a data 
driven portfolio

COVERAGE

3,543 cities with 3G+4G 
coverage (48%* more than 

closest competitor )

SUPERIOR CHANNEL 
EXPERIENCE

Own stores, dealers, and 
digital channels focused on 
data penetration

UNIQUE BRAND

Aspirational brand with 
strong quality reputation

INNOVATION

Data as a core feature in all 
portfolio 
(anticipating the market)

(*) Source: Anatel
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2015 RESULTS PROVING OUR DATA CENTRIC 
APPROACH RIGHT

ÅNew complete portfolio 
(voice, SMS and data) for all 
segments (postpaid, hybrid, 
prepaid and SMEõs)

ÅIncreased data allowance 
in all plans (up to 30 Gb)

ÅAdding new data driven 
features, such as data sharing 
and carry-over

KEY RECENT MOVEMENTS

ÅPostpaid data consumption increased 
by +40%

ÅData represented 54% of B2C ARPU in 
4Q15

ÅSolid 8.2% ARPU growth in 4Q15 for B2C

ÅHealthy and stable churn rate in 
postpaid (1.25%)

ÅPositive net portability ratio every 
single month in 2015

2015 KEY ACCOMPLISHMENTS
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ÅContinuously increase 
smartphone and data 
penetration in all 
segments 

ÅInnovate in data services 
to differenciate offer and 
avoid price wars 

ÅAccelerate launching of 
new digital services 
(apps) leveraging a strong 
network of partners 

VIVOõS COMMERCIAL PRIORITIES WILL CONTINUE TO 
DRIVE DATA MONETIZATION IN THE FUTURE

ÅDevelop alternative 
ways to reduce 
subsidy opex without 
losing customer 
attraction 

ÅIncrease commercial 
efficiency at sales 
channels
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